Abstract. This research empirically tests the impact of five brand personality dimensions (sincerity, excitement, competence, sophistication and ruggedness) on brand love, store brand loyalty and positive word of mouth. We focused on online retailers in Indonesia. The proposed model is tested using structural equation modeling (SEM) from 398 collected respondents. +WOM is important to reduce marketing costs. The purpose of this study is to analyze whether the five dimensions of brand personality and brand love have a positive impact on store brand loyalty and positive word of mouth. The results demonstrated that three of five dimensions of brand personality namely 'sincerity', 'competence' and 'sophistication' have a positive impact on brand love and a mediated through store brand loyalty path to positive word of mouth. The effect of two dimensions brand personality on +WOM because brand love. So, this finding reinforces the importance of the brand love and brand personality construct to retail business.
Introduction
As a result of a survey conducted by the Indonesian Internet Service Provider Association, the growth of internet users from year to year experienced growth. In 2017 internet user penetration amounted to 143.26 millions of Indonesia's total population of 262 million people, namely 54.68 percent [1] . According to the internet usage data in the economic field, namely selling online at 16.83 percent, banking transactions at 17.04 percent, looking for employment at 26.19 percent, buying online at 32.19 percent, information buying 37.82 percent, helping jobs at 41.04 percent, and find a price of 45.14 percent. Related to the economic growth of the last 3 years that continues to experience growth, Gross Domestic Product in 2015 at 4.79 percent, in 2016 experienced a growth of 4.94 percent and in 2017 it reached 5.19 percent. This is a great opportunity for online retail entrepreneurs to develop online businesses [1] .
The relationship between loyalty and profitability that has been studied theoretically stated that there is an important relationship, that is, i.e., developing and maintaining customer loyalty can affect the profitability of the company [2] . The study states that customer loyalty can affect profitability by increasing sales per customer and can reduce marketing costs [3] .
Reduction in marketing costs can occur with the reason that the cost to maintain customer loyalty is less when compared to the cost of acquiring new customers. Customers can be said to be loyal not only by making repeat purchases but also actively involved in positive WOM towards the company [4] .
The concept of branding in retail research has grown from "product as a brand" to "shop as a brand" (store brand), and then to "retailer as a brand" (retail brand) [5] . Furthermore, information technology that has experienced high progress has formed online retail (e-tailing) [6] .
Consumers who have a love for a particular website / online store tend to buy substitute items if the items they are looking for are missing. This is what we can interpret as consumer loyalty. Consumer relations with brands that are built can affect the level of patronage and loyalty [7] Previous research said that Positive Word of Mouth and Brand Loyalty could be generated from Brand Love [8] . Brand love is a relatively new conceptualization, has been considered as an antecedent of the desired post-purchase parameters such as positive word of mouth (+ WOM), brand loyalty, and active involvement [8] , [9] . Brand love is also defined as the level of passionate, emotional attachment that consumers are satisfied with certain trade names [8] .
Literature Review

Positive Word of Mouth (+WOM)
WOM is offline, and e-WOM is conceptualized as a consequence of brand love [8] , [10] . Positive and negative statements made by customers either through offline or online channels can be understood as Word of Mouth (WOM).
There is a difference between offline and online eWOM; the difference is that offline WOM occurs more in the form of one-to-one, mostly spoken while e-WOM mostly occurs from written communication, and occurs in the form of one-to-one, one-to-many or manytomany. E-WOM is more open to the ripple effect, and the control is easier for the company to do compared to offline WOM. In this research, the definition of Positive Word of Mouth is a good relation can provide a foundation for customers to communicate positive aspects of the brand to others.
Brand Personality
Brand personality is often used to measure intangible asset associations, proven to have benefits for academics and practitioners in explaining the consequences of the brand association [11] .
The following are references in previous brand personality research called the Big 5 [12] . Identifies five dimensions of brand personality, namely sincerity, excitement, competence, sophistication, and ruggedness [12] . Sincerity is explained as an attribute that is simple, real and honest. Excitement is explained as an interesting, bold, imaginative and contemporary attribute. Competence is explained as a reliable, intelligent, safe and confident attribute. Sophistication is described as a glamorous, upscale, good-looking, and charming attribute. Ruggedness is explained as a hard, outdoorsy, and masculine attribute. This construct is defined as "the set of human characteristics associated with the brand".
There are only three comparable five-scale Aaker dimensions in the Big 5 namely (sincerity with agreeableness, excitement with extraversion, and competence with conscientiousness [12] . There are only three general dimensions, namely sincerity, excitement and sophistication that are universally relevant and generic for studies in Japan, Spain and the United States [13] . In this study, the dimensions used are the five dimensions in order to learn the brand personality as a whole. In this research, the definition of brand personality is the human characteristics that have a relation to the brand.
Brand Love
Brand management considers brand love as one of the main goals because it is considered the most emotional relationship of consumer-brand relationships [14] . Consumer-brand relationship is a major change that occurs from transactional to relationship in the marketing paradigm [7] .
Previous research states that there are several factors that makeup brand love. Involvement can function as a moderator [15] . Attitudes have a great effect on brand love, while affordability has little effect on brand love. Brand love for high-involved consumers is facilitated by subjective norms, while for consumers who are involved low the tendency of anthropomorphism will have a higher effect.
In some previous studies shows that brand love can truly be experienced by consumers [8] , [10] . According to [7] , [8] , [10] many benefits resulting from consumer love for the brand, brand love can produce positive word of mouth, brand loyalty, an increase in the desire to pay premium prices. In this research, a definition of brand love is the emotionally bound and passionate level is found in the basic consumers of a particular trade name.
Store Brand Loyalty
Customer loyalty is related to internet shopping experience, this finding is consistent with several other studies which show that prices do not significantly influence online buyers and are more inclined to comfort [16] .
In the loyalty literature, customer loyalty has two components, namely behavior and attitude [17] ), which means repeated buying behavior can have a positive impact on the business. Consistent with other studies, loyalty does not only require repeated purchases but is positive about the company [4] .
One of the goals of retailers is to have loyal customers. Customer satisfaction produces loyalty [18] . One important trend is the emergence of retailers as brands [19] . The company's reputation with a strong store image has its advantages which have an impact on customer satisfaction that produces store loyalty. In this research, the definition of store brand loyalty is the extent of consumer commitment to a brand [20] .
Method
Hypothesis Development
The researcher tried to make a conceptual model regarding the relationship of the 5 dimensions of Brand Personality that could influence brand love, store brand loyalty and + WOM.
The figure below shows the conceptual model of research. Fig. 1 . Conceptual model.
The conceptual model described above is intended to explain that Brand Personality has five dimensions, namely sincerity, excitement, competence, sophistication, ruggedness as Independent Variables and brand love, +WOM, store brand loyalty as Dependent Variable. Most of the research related to brand love found brand loyalty and + WOM as a result of brand love [8] .
In connection with the conceptual model of the study, this study will test 18 hypotheses. 
Methodology
The method used to process the collected data is the Structural Equation Modeling (SEM) method with the Lisrel 8.70 program. In this research, to calculate each measurement model construct with factor analysis to measure each research construct by looking at indicators that can be used. To see the compatibility and suitability of the results obtained in the previous stage, namely by using Confirmatory Factor Analysis. The significance in this study is TValue ≥ 1.64.
Measures and Instrument Design
In this study researchers used brand personalities from [12] as part of a large brand research. For brand love, researchers use a scale version of Roy et al. (2016) that adapted from [8] . Including two reasons in this election, the first was quite comprehensive in its investigation. Both [8] use brand loyalty constructs and + WOM in their research studies, which can be adjusted.
The item used as a store brand loyalty scale, researchers adapted from [21] , as it was launched in Table 1 . For + WOM using several versions adapted by [21] that adapted from [22] .
The questionnaire question used by the researcher was a Likert scale in five level. Strength on a Likert scale is a questionnaire that is easily shared and understood [23] . The researcher designed a questionnaire given to respondents to meet the information needs needed. The questionnaire was compiled using a Likert scale structured question which had a very agreeable scale of choice until the scale strongly disagreed. Likert scale consisting of five points, ranging from "Strongly agree" to Strongly disagree".
To direct respondents to provide answers by choosing alternative answers provided, making it easier for respondents. The form of the question used is an open question. Survey and data collection questionnaire consist of five parts, namely: "Brand love", "Store Brand loyalty", "Positive word of mouth", "Brand Personality", "Demography".
The method used in this study uses Maximum Likelihood. The lowest ratio of 5 respondents observed with a normal distribution where a latent variable has several indicators. Indicators in the study amounted to 44 x 5 = 220 [24] . So, the number of samples taken in this study at least 220 respondents. The number of respondents in this study were 398 respondents.
Results: Hypotheses testing using SEM
In order to test reliability and validity, the hypothesis shown in Figure 1 using SEM. The results of the analysis reported in Table 1 fit models are acceptable (CFI=0.99; GFI=0.87 RMSEA=0.053; SRMR = 0.043). 
Discussion
This study extends the application of brand personality and brand love to the online retail context and extents about the understanding of the 'brand love' and 'brand personality' construct. The first result in this study is to show that brand love can directly and indirectly positively effects to +WOM.
The second result, dimension of brand personality, namely sincerity, competence and sophistication have a positive effect on brand love, through brand store loyalty leads to +WOM. This shows that all three brand personality dimensions can have a positive effect on + WOM because of brand love. So, it is important to build brand love in retail businesses.
The third result is the brand personality dimension, namely sincerity and excitement, has a positive effect on + WOM directly. So that it can be concluded the importance of building a brand personality in the retail industry. This study shows that the brand personality dimension can influence brand love, so it is important to be able to build a brand personality on a brand, related to the hedonic feeling that arises from the online shopping experience that consumers have so that it can lead to brand love.
This study tries to provide a basis for advancing the literature of 'positive word of mouth'. This study tries to provide a basis for advancing the literature of 'positive word of mouth'. Studies related to positive word of mouth have shown that store brand loyalty can build positive word of mouth [21] . The main theoretical implication of this research is the formation of a relationship between the two dimensions of brand personality and brand love. This extends the literature continued by Roy et al., (2016) which makes a call to test brand personality as an antecedent for brand love.
The results in this study indicate that the two dimensions of personality help in building positive word of mouth by passing path store loyalty to path to +WOM. However, the results also show that the presence of positive personality dimensions is not enough to produce +WOM and store brand loyalty directly. So that the presence of brand love is also needed in producing + WOM. Therefore, the desired parameters of consumer behavior can be influenced not only by developing a positive brand personality but also by equipping with the generation of emotions such as love of the brand.
Implication
The key managerial insight is that the dimensions of sincerity, competence and sophistication of brand personality are antecedents to brand love [21] . Previous studies have shown that brand relationships have used brand personality as a managerial tool [25] . This study studied five dimensions of brand personality, there are three dimensions that influence brand love, so the use of brand personalities is stronger because it demonstrates that the dimensions of brand personality are used to develop strong love-like relationships with customers. The store retailers can precisely project the personality of existing market leader retailers. This study suggests from the results of this fact, it is good for managers of online retail store brands to properly manage projectable personalities in order to achieve their business goals [26] . The finding of this study is the five brand personality dimensions given by [12] ruggedness do not affect positively to word of mouth, store brand loyalty and brand personality. The limitation of this study is the interpretation of indicator words from dimensions brand personality varies for each culture in each country. So, respondent has difficulty to understand the translation words in the dimensions of brand personality. Despite the fact that the interpretation of dimensional indicator words from brand personality varies among cultures in each country. Future studies should try to overcome this limitation by providing another indicator word that can be interpreted in the culture of each country to be studied.
